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研究成果の概要（英文）：With the rise of social media, the concept of empathy has gathered attention in 
the field of marketing communications. However,it is not sufficiently examined why such empathy occurs 
and what kind of communication effect it has. In this study, focusing on the Facebook Page, we conducted 
an empirical analysis by building "Communication Effect Model by Empathy". Also, we assumed that the aim 
of the information dissemination in a Facebook page was the improvement of corporate brand image, and 
examined it. The findings are as follows:In a Facebook page, if its content is pleasant, relaxing and 
useful,it is easier to obtain empathy. Also,it is the same in the case of informative content. Obtaining 
empathy has a positive influence on acceptance-diffusion and trust-satisfaction. A deep feeling of 
connection with the page raises the intention to acceptance-diffusion.The image of a corporate brand is 






















た。そして、直近の 2015年 2月 24日に発表


































































































































































































































・ FB アカウント所有者(FB 閲覧協力許諾
者をあらかじめ聴取している)。 


















































































































































(注) *は 5％水準で有意差あり。n.s.は 5％水準で






























































































・ FB アカウント所有者(FB 閲覧協力許諾
者をあらかじめ聴取している)。 
・ 実査日：2015 年 1月 16日(金)19:00～1
月 21日(水)10：00に画面を終了した。 
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